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Abstract 
Malaysia has been recognized as a higher education destination for international students. Recently, the issue of ensuring a 
positive service experience among international students in Malaysian public universities has gained enormous attention.  
However, dealing with international students adds additional expectations and responsibilities for the universities. International 
students might experience different educational services in the host country compared to their home country. Previous research 
has revealed that services provided in Malaysian public universities still fail to address students’ personal values and emotional 
needs. In light of this gap, this research aims to explore and examine the relationship between service personal values (SPV) and 
emotional satisfaction (E-SAC) based on service experience among international students in Malaysian public universities. 
International students attending Malaysian public universities were selected as the research sample. The data were gathered 
through an online survey. The online questionnaire was sent to international students via email following the proportionate 
stratified sampling technique. Structural equation modeling (SEM) using AMOS was performed to test the relationship between 
SPV and E-SAC. The results revealed that SPV has a positive effect on E-SAC. In this research, the relationship appeared to be 
significant as conceptualized according to the theory. This research also discusses the theoretical and managerial implications as 
well as the directions for future research.  
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1. Introduction 
The rapid growth of the Malaysian international higher education market in recent years has spurred the growth 
of international students’ enrollment. The data derived from the Malaysian higher education sector indicates that 
more than 80,000 international students are pursuing their education in Malaysia (MoHE, 2011). The Ministry of 
Higher Education also aims to accelerate the inflow of international students to 150,000 by 2015 and 200,000 by 
2020, which would generate MYR 600 billion (MoHE, 2011). An international student is defined as an individual 
pursuing education outside his or her home country (Bhandari & Blumenthal, 2009). However, dealing with 
international students adds additional responsibilities and expectations for the universities. International students can 
assess different educational services in the host country than in their home country (Lim, Yap, & Tee, 2011; 
Richards & Abdul Aziz, 2011; Yee, Hazlin, & Moktar, 2013). Existing research has reported that international 
students’ experience with regard to Malaysian public universities’ services is only at a moderate level (Jalali, Islam, 
& Ku Ariffin, 2011; Rajab, Abdul Rahman, & Shaari, 2011; Rasli, Shekarchizadeh, & Iqbal, 2012; Shekarchizadeh, 
Rasli, & Hon-Tat, 2011; Siang, 2012). Thus, some areas in service delivery still do not fully satisfy international 
students. The research has suggested that the service rendered should embrace the ability to address students’ 
personal values and affective aspects. Therefore, research is needed to explore the concept of personal values and 
affective aspects with service experience among international students in Malaysian public universities.  
Service information is retained and evaluated in customers’ cognition at three levels of abstraction, namely 
service personal values (highest level), service value, and service quality (lowest level) (Lages & Fernandes, 2005; 
Zeithaml, 1988). Although the lower levels have been extensively investigated, a clear research gap remains at the 
highest level of abstraction (Lages & Fernandes, 2005; Liu, Ma & Zhao, 2007; Thuy & Hau, 2010). The limited 
investigation at the highest level is probably due to its individuality and complexity compared to other levels. Yet, 
researchers have rarely explored and examined the role of personal values in service setting (Durvasula, Lysonski, & 
Madhavi, 2011). Service personal values (SPV) are defined as the customers’ cognitive evaluation of the use of a 
service based on the ultimate goals they wish to achieve in their lives (Durvasula, Lysonski, & Madhavi, 2011; 
Lages & Fernandes 2005). The affective or emotional aspect refers to positive or negative feelings (Wilkie, 1994). 
Spreng, MacKenzie and Olshavsky (1996) narrowed down the concept of customers’ affective evaluation as an 
emotional satisfaction (E-SAC). E-SAC represents customers’ evaluative responses to a pleasurable emotional state 
that results from their cognitive evaluation (Liljander & Strandvik, 1997; Yu & Dean, 2001). Westbrook and Reilly 
(1983) postulated that customers’ personal values precede emotional satisfaction. However, research on the 
relationship between SPV and E-SAC is still in the early stages (Lages & Fernandes, 2005). SPV can be referred as 
the customers’ ultimate beliefs that strongly influence their emotions (Laverie et al., 1993; Westbrook & Oliver, 
1991). Thus, this research aims to examine the relationship between SPV and E-SAC.   
 
2. Literature review 
The need to understand the concepts of SPV and E-SAC as well as their interrelationships led to a search of the 
literature related to the Means-End Chain (MEC) Theory (Ziethaml, 1988; Lages & Fernandes, 2005) and the Value-
Percept Disparity Theory (Westbrook & Reilly, 1983). The following section discusses the theories underpinning 
the relationship between SPV and E-SAC. 
2.1. Means-End Chain (MEC) Theory 
Lages and Fernandes (2005) adapted the MEC model from Ziethaml (1988) to understand the customer’s 
cognitive structure in a service context. As shown in Figure 1, service information is retained in the customer’s 
memory at three levels of abstraction. The lowest level of abstraction is service quality, which is defined as the 
discrepancy between customers’ perceptions of services offered and their expectations about firms offering such 
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services (Parasuraman et al., 1988). Customers assess the service quality by considering various attributes, both 
intangible and tangible (Gutman, 1997). A significant contribution has already been made to the marketing field via 
the development of the SERVQUAL model (Parasuraman et al., 1985, 1988, 1991). At the second level, service 
value is another construct found in the service management and marketing literature. Service value is defined as a 
cognitive trade-off between perceptions of quality and sacrifice (Cronin et al., 1997). Zeithaml (1988) stated that 
service value could be referred to as the customer’s perception of the service received and given. Finally, at the 
highest level, service personal values refer to the customers’ beliefs or perceptions about end goals or desirability 
(Rokeach, 1973). Although the lowest levels have been extensively investigated, particularly through the 
SERVQUAL, SERVPERF and Grönroos model (Cronin & Taylor, 1994; Grönroos, 1984; Parasuraman et al., 1985, 
1988, 1991), a clear research gap exists at the highest level of abstraction (Lages & Fernandes, 2005; Liu, Ma & 
Zhao, 2007; Thuy & Hau, 2010). The limited investigation at the highest level is probably due to its individuality 
and complexity compared to other levels (Lages & Fernandes, 2005). However, the researchers have rarely explored 
and examined the role of personal values in a service setting (Durvasula, Lysonski, & Madhavi, 2011).  
  
 
                                                                            Higher-level abstraction 
 
 
 
 
 
 
                                                                            Lower-level abstraction 
                                                                   
Figure 1:  The means-end chain model in a service context 
 
2.2. The Value-Percept Disparity Theory 
According to the Value-Percept Disparity theory proposed by Westbrook and Reilly (1983), customer satisfaction 
is defined as the pleasurable emotional state resulting from the evaluation of service that satisfies customers’ values. 
This theory also claims the causal sequence of post-purchase cognitive-affective processes. A cognitive evaluative 
process in which the perceptions of services are compared to one's values triggers an emotional satisfaction. 
Although, the Value-Percept Disparity theory has not received much attention, its theoretical standpoint has guided 
the researchers to extend the understanding of customers’ behavior regarding two crucial concepts namely, 
emotional satisfaction and values as well as their interrelationships (Chen, 2008; Gooding 1995; Taylor & Baker, 
1994; Westbrook & Oliver, 1991). 
 
3. Research Model and Hypothesis 
Figure 2 illustrates the research model. The research model was developed by integrating the theories and the 
gaps from the previous research. The MEC theory postulates that service information is retained and evaluated in 
customers’ memory at several levels of abstraction, including service personal values, service value, service quality 
and service attributes (Lages & Fernandes, 2005; Zeithaml, 1988). Each cognitive level evaluates different types of 
service information. Previous literature has identified a limitation of the MEC model. The research on SPV is 
relatively limited, although the lowest level of customers’ evaluation, particularly service quality has been 
extensively investigated (Darvasula, Lysonski, & Madhavi, 2011; Lages & Fernandes, 2005; Liu, Ma, & Zhao, 
Service Value 
Service Quality/ 
Attributes 
Service Personal Values 
716   Wan Salmuni Wan Mustaffa et al. /  Procedia Economics and Finance  35 ( 2016 )  713 – 721 
2007; Thuy & Hau, 2010). In addition, existing literature has postulated that customers’ personal values strongly 
influence emotions (Laverie et al., 1993; Westbrook & Oliver, 1983; 1991). Nevertheless, empirical research on the 
relationship between SPV and E-SAC is still lacking (Lages & Fernandes, 2005). Customers will be satisfied when 
the service performances they experienced fulfill their personal values, such as self-orientation and social-
orientation (Khademalomoum, 2011). Consequently, this leads to the following hypothesis: 
 
H1: SPV has a significant effect on E-SAC. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Research model 
 
             Cognitive                                                     Affective  
(Evaluative process phase)                          (Evaluative responses phase) 
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4. Methodology 
4.1 Research setting 
This research was conducted at Malaysian Public Universities with research status (RU), including Universiti 
Malaya (UM), Universiti Sains Malaysia (USM), Universiti Kebangsaan Malaysia (UKM), Universiti Putra 
Malaysia (UPM) and Universiti Teknologi Malaysia (UTM). The target respondents were international students. 
The selection of research universities as the research setting is due to the large numbers of international students’ 
enrolment. The statistics released by MoHE (2013) shows that 73% of international students’ enrolment is at 
Research Universities followed by Focus Universities, 14% and Comprehensive Universities, 13%.  
4.2 Instrumentation  
An online questionnaire was used as a survey instrument which consists of three sections. Section I contains 
twelve statements regarding the level of international students’ agreement towards their service personal values in 
higher education service experience. The adapted SERPVAL scale (Lages & Fernandes, 2005) was used to measure 
personal values through three broad groups of individual dimensions, namely service personal values to peaceful life 
(SVPL), Service personal values to social recognition (SVSR) and service personal values to social Integration 
(SVSI). Section II contains six statements to measure the international students’ emotions with the higher education 
service experience. This research was adapted the positive emotional scales developed by Liljander & Strandvik, 
1997; West-brook & Oliver, 1991; Reynolds & Beatty, 1999. The adapted emotional satisfaction (E-SAC) items 
include happy, hopeful, positive surprised, pleasant, contented and enjoyable. All scales were measured using seven-
point likert-scale ranging from (1) Strongly Disagree…to (7) Strongly Agree. The final section (section III) was 
contained 10 questions to gather information regarding respondents’ demographic profile and other information 
such as gender, age, marital status, and nationality.  
4.3 Sampling Technique and Data Collection 
This research involves international students at Malaysian Public Universities. The required sample size for this 
research was 375 students (Krejcie & Morgan, 1970). This research was employed the stratified sampling technique. 
The international students at each research university were divided into three geographical regions stratums, namely 
Asia, Middle East and Africa. The online survey was employed to gather data. Overall, 381 usable responses were 
received and used in the data analysis. The descriptive statistics analysis reveals that 57.5% of the international 
students who participated in this research were male and 42.5% female. Concerning age, 76.1% of PIS who 
participated in this survey were 31 years old and older. The descriptive analysis also reported that 57.2% of PIS who 
participated in this survey came from Middle Eastern region, followed by Asia (27%) and Africa (15.7%). In this 
research, the data were gathered from five Malaysian Public Universities with RU status, including UM, UPM, 
UKM, USM and UTM. 26.2% of PIS are currently studying at the UTM, followed by UPM (25.5%), UM (19.2%), 
UKM (15.5%) and USM (13.6%). Of these respondents, 209 of PIS are currently pursuing PhD degrees, while 172 
are pursuing at Master’s degrees. 
4.4 Data Analysis  
In this research, the data gathered was analyzed using the structural equation modeling (SEM) technique. SEM is 
a powerful statistical technique that consists of two main parts of analysis, namely measurement model and 
structural model (Hair et al., 2010; Kline, 2011; Zainudin, 2012). The confirmatory factor analysis (CFA) 
measurement model demonstrates the relationships between response items (observed variables) and their 
underlying latent constructs (variables). On the other hand, the structural model demonstrates the correlational and 
causal dependencies between SPV and E-SAC.  
5. Results and Discussion 
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5.1 CFA Measurement Model for SPV and E-SAC 
The assessment of Confirmatory Factor Analysis (CFA) measurement model was performed simultaneously 
using the pooled measurement model method (Zainudin, 2012). This method determines the unidimensionality, 
validity and reliability of investigated latent variables in a single model. Table 1 reports the results of 
unidimensionality, validity and reliability of the constructs.  
Table 1. Validity and reliability results 
The unidimensionality is achieved through the items deletion process for low factor loadings. In this research, 
the established scales were used to operationalize all latent construct. All latent constructs had achieved 
undimensionality with factor loading for an item is greater than 0.60. In this research, two types of validity were 
tested, namely convergent validity and construct validity. The convergent validity was assessed through Average 
Variance Extracted (AVE). The value of AVE should be 0.50 or higher to achieve convergent validity (Fornell & 
Larcker, 1981). The results indicate that the values of AVE for each construct was higher than 0.50. Therefore, all 
investigated constructs had achieved the convergent validity. This indicates that all items that measure a particular 
construct have a high percentage of shared common variance. On the other hand, the construct validity is achieved 
when the fitness indices accomplish the required levels. In this research, all fitness indices for the measurement 
model had achieved the required levels as follows: CFI > 0.90, TLI > 0.90, RMSEA < 0.08, and the ratio of 
2 / dfF  is less than 5.0. Therefore, all investigated constructs are truly captured the theoretical constructs. In this 
research, the reliability was assessed through internal reliability and construct reliability (CR). The internal 
reliability is achieved when the Cronbach’s Alpha value is higher than 0.70. As shown in Table 1, the values of 
Cronbach’s Alpha for each construct is greater than 0.70. Thus, all latent constructs had achieved the internal 
consistency. The construct reliability assesses the reliability of the measurement model in measuring the intended 
latent constructs. A value of CR is greater than 0.60 is required in order to achieve the construct reliability. As 
presented in Table 1, the values of CR for each constructs are greater than 0.60. Thus, all investigated latent 
constructs had achieved the construct reliability. 
5.2 The Relationship between SPV and E-SAC 
In this research, the relationship between SPV and E-SAC was examined using structural model procedure 
(Zainudin, 2012).  As shown in Figure 3, the results of structural model demonstrated that the fit indices had 
achieved the required level ( 2F =250.284, 2 / dfF =2.215, TLI=0.958, CFI=0.965, and RMSEA=0.057). The 
probability of getting a critical ratio as large as 11.333 in absolute value is 0.000. In other words, the regression 
weight for SPV in the prediction of is significantly different from zero at the 0.001 level (two-tailed). Thus, H1 was 
supported. This indicates that SPV has a positive effect on E-SAC. 
 
 
 
 
 
 
 
 
 
 
 
 
Latent Variable Cronbach Alpha 
(Above 0.70) 
CR (Above 0.60) AVE (Above 0.50) 
Service Personal Values (SPV) 0.911 0.937 0.831 
Emotional Satisfaction (E-SAC) 0.930 0.932 0.695 
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   Actual Beta  
Estimate S.E. C.R. P 
Favorable Behavioral Intentions 
(FBI) <--- 
Service Personal Values 
(SPV) 0.882 .078 11.333 *** 
***indicate a highly significant at p<0.001 
Fig. 3: The relationship between SPV and E-Sac (Standardized Regressions) 
 
6. Conclusion and Recommendations 
The empirical results of the structural model indicate that SPV has a significant effect on E-SAC. This research 
has demonstrated that SPV and E-SAC are important constructs for evaluating service experience among 
international students in Malaysian public universities. SPV are the nature of an enduring feeling system and able to 
predict E-SAC. This is in line with the work of Laverie et al. (1993) and Westbrook and Oliver (1991), who stated 
that customers’ personal values strongly affect their emotions. International students who pursue their education at 
Malaysian public universities have different value systems. Consequently, the university should focus not only on 
quality attributes to measure students’ service experience, but also on the aspects of personal values and emotions. 
As stated by Jalali, Islam and Ku Ariffin (2011), Malaysian public universities must address the elements of values, 
attitudes, and emotional needs in delivering educational service to international students such as the ability of the 
service delivery to enable allow students to achieve peaceful in life as well as gain and achieve more respect from 
others.  
This research offers several theoretical and practical implications. For theoretical implications, this research will 
be able to enlarge the body of knowledge in the service context by exploring the concept of service personal values 
and emotional satisfaction. This research also offers important implications for practitioners. The concepts of SPV 
and E-SAC can be used as guidelines for service providers when implementing effective strategies and enhancing 
international students’ experience towards the service rendered. This research also demonstrated that understanding 
the concepts of SPV and E-SAC will assist service providers in Malaysian public universities in building intimate 
relationships with international students. Yet, this research has a limitation that offers opportunities for future 
research. This research employed an online survey to gather the data. Online questionnaires were sent to selected 
international students’ via emails selected from a list of email addresses. The greatest challenge of an online 
questionnaire is the need to increase the response rate. It is recommended that future research should implement 
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effective strategies to increase the online response rate, including the use of follow-up contacts, incentives for 
respondents and a well-designed questionnaire (Dillman, 2002; Yammarino, Skinner & Childers, 1991). 
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